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PENGARUH CONSUMERS BUYING TENDENCIES PADA 
PEMBELIAN UTILITARIAN DAN HEDONIC SHOPPING 
VALUE TERHADAP CONSUMER SHOPPING SATISFACTION 
PADA GERAI LEECOOPER JEANS TUNJUNGAN PLAZA 
SURABAYA 
Prilly Laurenthya Nugroho 
ABSTRAK 
Penelitian ini menganalisis faktor-faktor yang mempengaruhi 
perilaku konsumen dalam berbelanja. Objek dari penelitian ini 
adalah konsumen Leecooper Jeans yang berada di tenant dan 
department store Tunjungaa Plaza Surabaya. Penelitian ini ingin 
mengungkapkan pengaruh dari consumers buying tendencies pada 
pembelian utilitarian dan hedonic shopping value terhadap 
consumer shopping satisfaction LeeCooper Jeans yang berlokasi di 
department store dan tenant LeeCooper Jeans Tunjungan Plaza 
Surabaya. Data penelitian diambil dengan membagikan kuesioner 
kepada 150 responden yang telah berbelanja lebih dari 2 kali dalam 
sebulan di LeeCooper Jeans. Teknik analisis menggunakan 
Structural Equation Model. Hasil dari penelitian ini mengungkapkan 
bahwa 7 dari 10 hipotesis yang ada menunjukkan adanya pengaruh 
positif consumers buying tendencies terhadap utilitarian dan hedonic 
shopping value pada consumer shopping satisfaction. 
kata kunci: variety seeking buy tendencies, compulsive buy 
tendencies, impulsive buy tendencies, price sensitivity, utilitarian 






THE EFFECT OF CONSUMERS BUYING TENDENCIES ON 
UTILITARIAN AND HEDONIC VALUE TOWARD 
CONSUMER SHOPPING SATISFACTION AT TENANT OF LEE 
COOPER JEANS TUNJUNGAN PLAZA SURABAYA 
Prilly Laurenthya Nugroho 
Abstract 
This study analyzes the factors that influence consumer behavior in 
shopping. Object of this study is the consumer Lee Cooper Jeans 
who had purchase product on tenant  or department store at 
Tunjungan Plaza Surabaya. This study wants to reveal the influence 
of consumers buying tendencies on utilitarian and hedonic shopping 
purchase value to the consumer shopping satisfaction Jeans 
LeeCooper located in department stores and tenants at Tunjungan 
Plaza Surabaya.   The data were taken by distributing questionnaires 
to 150 respondents who had shopped more than 2 times a month in 
LeeCooper Jeans. Analysis  technique that  was  used Structural 
Equation Models. The results of this study revealed that 7 of the 10 
hypotheses exist which show the positive influence consumers 
buying tendencies on utilitarian and hedonic shopping value on 
consumer shopping satisfaction. 
Keywords: variety seeking buy tendencies, compulsive buy 
tendencies, impulsive buy tendencies, price sensitivity, utilitarian 
value, hedonic value, consumer shopping satisfaction. 
 
 
